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What lsYour Fim's Product?

J .  S  C  H  M  I D T

hroughout the years, stu-
dents of marketing have
learned about the Four P's:
product, price, place and

promotron.
A law firm's "product" is its ser-

vices, determined by the capabilities of
its people. "Price" involves issues like
the use of retainers, how to establish
hourly rates and whether to offer con-
tingency, flat-fee or other alternative
billing arrangements. "Place" relates to
the distribution of the product-how
services are delivered to clients.
Telephone systems, conference rooms,
e-mail and a host of other factors
come into play in the delivery of legal
services. And "promotion' is how law
firms communicate what they do to
their target audiences, {iom seminars
and newsletters to advertising and
press releases.

Focus on Your Product First
Since law firms started formalizing
their marketing programs, t-heir efforts
have focused heavily on the promotion
part of marketing. Marketing discus-
sions tlpically explore promotional
tools like sponsoring public television,
hosting seminars, or hiring a public
relations firm.

Sally l.Sdmidl pfesident of
Schmidt Ma*eting, Inc, in
Eumsville, Minnesota, (6'12) 895-
9915, prcvldes market rcsead,
training and marketing conrult-
ing 5€nke5 forlawfims.she
was the fiEt president of the
Legal Marketing Arso(iation.

Lately, the pricing of legal services
has received heightened anention, pri-
marily because of client efforts to con-
trol or curb their legal costs. And
place, or delivery, issues are on the
table because of enhancements to
communication technology (e.9, file
transfer protocol).

Product is the marketing compo-
nent to which firms often pay the least
attention. Yet, having a clear defini-
tion of the firm's capabilities-and,
more importantly, being able to com-
municate distinctive competencies-
will be critical to a firm's future mar-
keting success.

It may be usefirl to think about
your firm's product in two ways:
your core competencies and total
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ldentify Your Core Competencies
On a strategic level, your firm needs
to identifr its core competencies.

You willprofit by
focusing more
attention on the
"product"asped of
marketing:Define

the scope of your
pradice,then

determine what
distinctive aspeds
of your servi(es
willanrad loyal
dients.
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